Bibliografia by Prete, M. Irene
Aspetti metodologici e strategici dell'approccio di marketing politico
114
Bibliografia
Abelson, R.P., Kinder, D.R., Peters, M.D. e Fiske, S.T. (1982),
“Affective and Semantic Components in Political Person 
Perception,” Journal of Personality and Social Psychology,
42, 619-630.
Abramson, P.R. (1983), Political Attitudes in America: Formation 
and Change, San Francisco: Freeman.
Agranoff, R. (1972), “Introduction/The New Style of 
Campaigning,” in Agranoff R. (a cura di), The New Style in 
Election Campaigns. Boston: Holbrook Press.
Agranoff, R. (1976), The Management of Election Campaigns,
Boston: Holbrook.
Anderson, J.R. (1982), “Acquisition of Cognitive Skill,” 
Psychological Review, 89, 369-406.
Andrews, L. (1996), “The Relationship of Political Marketing to 
Political Lobbying,” European Journal of Marketing, 30 
(10/11), 68-91.
Anholt, S. e Hildreth, J. (2004), Brand America: The Mother of All 
Brands, Cyan Books.
Ansolabehere, S., Behr, R. e Iyengar, S. (1991), “Mass Media and 
Elections: An Overview”, American Politics Quarterly, (19) 
1, 109-39.
Ansolabehere, S.D. e Gerber (1994), “The Mismeasure of 
Campaign Spending: Evidence from the 1990 U.S. House 
Elections,” The Journal of Politics, 56 (04), 1106-1118.
Ansolabehere, S.D. e Iyengar, S. (1995), Going Negative: How 
Political Advertising Shrink and Polarize the Electorate, New 
York: Free Press.
Ansolabehere, S.D. e Iyengar, S. (1996), “The Craft of Political 
Advertising: A Progress Report”. In D.C. Mutz, P.M. 
Sniderman e R.A. Brody (a cura di), Political Persuasion and 
Attitude Change, 101-121, Ann Arbor: The University of 
Michigan Press.
Ansolabehere, S.D., Iyengar, S., Simon, A. e Valentino, N. (1994), 
“Does Attack Advertising Demobilize the Electorate?,” 
American Political Science Review, 88, 829-838.
M. Irene Prete
115
Ansolabehere, S.D., Iyengar, S. e Smith, A. (1999), “Replicating 
Experiments Using Aggregate and Survey Data: The Case of 
Negative Advertising and Turnout,” American Political 
Science Review, 93 (4), 901-909.
Asher, H.B. (1980), Presidential Elections and American Politics,
Homewood, IL: Dorsey Press.
Atkeson, L.R. e Rapoport, R.B. (2003), “The More Things Change 
The More They Stay The Same: Examining Gender 
Differences in Political Attitude Expression, 1951-2000,” 
Public Opinion Quarterly, 67, 495-521.
Atkin, C., Bowen, L., Neyman, O.B. e Sheinkopf, K.G. (1973), 
“Quality versus Quantity in Televised Political Ads,” Public 
Opinion Quarterly, 37, 209-224.
Atkin, C. e Heald, G. (1976), “Effects of Political Advertising,” 
Public Opinion Quarterly, 40, 216-218.
Baer, D. (1995), “Contemporary Strategy and Agenda Setting,” in 
Thurber, J.A. e Nelson, C. (a cura di), Campaigns and 
Elections American Style, Boulder, CO: Westview. 
Bailenson, J.N., Garland, P., Iyengar, S. e Yee, N. (2006), 
“Transformed Facial Similarity as a Political Cue: A 
Preliminary Investigation,” Political Psychology, 27, 373-
385.
Baines, P.R. (2005), “Marketing and Political Message: American 
Influences on British Practices,” Journal of Political 
Marketing, 4 (2-3), 135-162.
Baines, P.R. (1999), “Voter Segmentation and Candidate 
Positioning,” in Newman, B.I. (a cura di), Handbook of 
Political Marketing, Thousand Oaks, CA: Sage, 403-422.
Baines, P.R. e Egan, J. (2001), “Marketing and Political 
Campaigning: Mutually Exclusive or Exclusively Mutual?,” 
Qualitative Market Research, Bradford, 4 (1), 25-34.
Baines, P.R., Harris, P. e Lewis, B.R. (2002), “The Political 
Marketing Planning Process: Improving Image and Message 
in a Strategic Target Areas,” Marketing Intelligence & 
Planning, 20 (1), 6-14.
Baines, P.R., Harris, P. e Newman, B.I. (1999), “New Realpolitik: 
Political Campaigning and the Application of Political 
Marketing Across Cultures,” Proceedings of the European 
Aspetti metodologici e strategici dell'approccio di marketing politico
116
Marketing Academy Conference, Maggio, Humboldt 
University, Berlin. 
Baines, P.R., Newman, B.I. e Harris, P. (1998), “Political 
Marketing: Towards a Cross-Cultural Model,” Paper 
presentato alla Political Marketing Conference, 17-20 
Settembre, University College, Cork.
Baines, P.R., Plasser, F. e Scheucher, C. (1999), “Operationalising 
Political Marketing: A Comparison of US and Western 
European Consultants and Managers,” Middlesex University 
Discussion Paper Series, No. 7, Luglio.
Baines, P.R., Scheucher, C. e Plasser, F. (2001), “The 
‘Americanisation’ Myth in European Political Markets – A
Focus on the United Kingdom,” European Journal of 
Marketing, 35 (9-10), 1099-1116.
Bannon, D. (2003), “'Voting, Non-Voting and Consumer Buying 
Behaviour: Non-Voter Segmentation (NVS) and the 
Underlying Causes of Electoral Inactivity”, Journal of Public 
Affairs, 3 (2), 138-151.
Bannon, D. (2005a), “Electoral Participation and Non-Voter 
Segmentation,” Journal of Political Marketing, 14 (1/2), 109-
127.
Bannon, D. (2005b), “Relationship Marketing and Political 
Process,” Journal of Political Marketing, 4 (92-3), 73-89.
Barber, B. (1983), The Logic and Limits of Trust, New Brunswick, 
NJ: Rutgers University Press.
Barisione, M. (2006), L’Immagine del Leader. Quanto Conta per 
gli Elettori?, Bologna: Il Mulino. 
Barnhurst, K.G. e Steele, G.A. (1997), “Image-Bite News,” 
Harvard International Journal of Press/Politics, 2 (1), 40-59.
Basil, M., Schooler, C. e Reeves, B. (1991), “Positive and Negative 
Political Advertising: Effectiveness of Ads and Perceptions of 
Candidates,” in Biocca, F. (a cura di), Television and 
Political Advertising, Hillsdale, NJ: Lawrence Erlbaum, 1, 
245-262.
Bauer, H.H., Huber F. e Herrmann A. (1996), “Political Marketing: 
An Information-Economic Analysis,” European Journal of 
Marketing, 30 (10/11), 159-172.
M. Irene Prete
117
Bayer, M.J. e Rodota, J. (1989), “Computerised Opposition 
Research: The Instant Parry,” In: Campaigns and Elections: 
A Reader in Modern American Politics, Sabato, L.J. (a cura 
di), pp.19-25, London: Scott, Foresman and Company,.
Bean, C. (1993), “The Electoral Influence of Party Leader Images 
in Australia and New Zealand,” Comparative Political 
Studies, 26, 111-132.
Beatty, S.E. e Smith, S.M. (1987), “External Search Effort: An 
Investigation Across Several Product Categories,” Journal of 
Consumer Research, 14 (1), 83-95.
Becker, L.B. e Doolittle, J.C. (1975), “How Repetition Affects 
Evaluations of an Information Seeking about Candidates,” 
Journalism Quarterly, 52, 611-617.
Becker, L.B. e Dunwoody, S. (1982), “Media Use, Public Affairs 
Knowledge and Voting in a Local Election,” Journalism 
Quarterly, 59 (2), 212-218.
Bellamy, R.V. e Walker, J.R. (1996), Television and the Remote 
Control: Grazing on a Vast Wasteland, New York: Guilford.
Bennett, S.E. (1990), “The Education-Turnout “Puzzle” in Recent 
U.S. National Elections,” Electoral Studies, 9 (1), 51-58.
Bennett, S.E. (1996), Winning and Losing: Australian National 
Elections, Victoria Carlton South: Melbourne University 
Press.
Bentivegna, S. (2001), Comunicare in Politica, Carocci. 
Bentivegna, S. (2004), Politica e Nuove Tecnologie della 
Comunicazione, Roma: Laterza. 
Ben-Ur, J. e Newman, B.I. (2002), “Motives, Perceptions and 
Voting Intention of Voters in the 2000 U.S. Presidential 
Election,” Psychology & Marketing, 19 (12), 1047-1065.
Berelson, B.R., Lazarsfeld, P.F. e McPhee, W.N. (1954), A Study 
of Opinion Formation in a Presidential Campaign, Chicago: 
University of Chicago Press.
Berman, E.M. (1997), “Dealing with Cynical Citizens,” Public 
Administration Review, 57 (2), 105-112.
Bipartisan Research Center (2012), 2012 Voter Turnout Report,
Disponibile: 
http://bipartisanpolicy.org/wpcontent/uploads/sites/default/fil
es/2012%20Voter%20Turnout%20Full%20Report.pdf
Aspetti metodologici e strategici dell'approccio di marketing politico
118
Black, J. (2001), “Semantics and Ethics of Propaganda,” Journal of 
Mass Media Ethics: Exploring Questions of Media Morality,
16 (2-3), 121-137.
Blakeman, B. (1995), “Tracking Polls: How to Do Them,”
Campaigns and Elections, August, 24-25.
Blais, A. e Dobrzynska, A. (1998), “Turnout in Electoral 
Democracies,” European Journal of Political Research, 33 
(2), 239-261.
Blais, A., Massicotte, L. e Yoshinaka, A. (2001), “Deciding Who 
Has The Right to Vote: A Comparative Analysis of Election 
Laws,” Electoral Studies, 20 (1), 41-62.
Blais, A., Nadau, R., Gidengil, E. e Nevitte, N. (2001), The 
Formation of Party Preferences: Testing the Proximity and 
Direction Models, European Journal of Political Research,
40, 81-91.
Blais, A., Gidengil, E., Nevitte, N. e Nadeau, R. (2004), “Where 
Does Turnout Decline Come From?,” European Journal of
Political Research, 43, 221-236.
Blais, A., Gidengil, E., Nadeau, R. e Nevitte, N. (2002), Anatomy 
of Liberal Victory. Peterborough: Broadview Press.
Blumenthal, S. (1980), The Permanent Campaign, Boston, MA: 
Beacon Press.
Blumler, J.G. e Coleman, S. (2001), Realising Democracy Online. 
A Civic Commons in Cyberspace, London: Institute for Public 
Policy Research.
Blumler, J.G. e Gurevitch, M. (1995), The Crisis of Public 
Communication, London: Routledge.
Blumler, J.G. e Kavanagh, D. (1999), “The Third Age of Political 
Communication: Influences and Features,” Political 
Communication, 16, 209-230.
Bowen, L. (1994), “Time of Voting Decision and Use of Political 
Advertising: The Slade Gorton-Brock Adams Senatorial 
Campaign,” Journalism Quarterly, 71, 665-675.
Bowler, S., Donovan, T. e Fernandez, K. (1996), “The Growth of 
the Political Marketing Industry and the California Initiative 
Process,” European Journal of Marketing, 30 (10/11), 166-
178.
M. Irene Prete
119
Bowler, S., Donovan, T. e Hanneman, R. (2003), “Art for 
Democracy’s Sake? Group Membership and Political 
Engagement in Europe,” The Journal of Politics, 65 (4), 
1111-1129.
Bowler, S. e Farrell, D.M. (1992), Electoral Strategies and 
Political Marketing, Basingstoke: Macmillan. 
Boylan, J. (1991), “Where Have All the People Gone? Reflections 
on Voter Alienation and the Challenge it Poses to the Press,” 
Columbia Journalism Review, 30, 33-35.
Bradshaw, J. (1995), “Who Will Vote for You and Why: 
Designing Strategy and Theme,” in Thurber, J.A. e Nelson, 
C. (a cura di) Campaigns and Elections: American Style,
Boulder, CO: Westview Press.
Brody, R.A. e Sniderman, P.M. (1977), “From Life Space to 
Polling Place: The Relevance of Personal Concerns for 
Voting Behavior,” British Journal of Political Science, 7, 
337-360.
Bromley, C. e Curtice, J. (2002), “Where Have All the Voters
Gone?,” in Park, A., Curtice, J., Thomson, K. et al. (a cura 
di), British Social Attitudes – the 19th Report, National Centre 
for Social Research, London: Sage.
Bromley, C. e Curtice, J. (2004), “Are non-Voters Cynics 
Anyway?,” Journal of Public Affairs, 4 (4), 328-337.
Bromley, C., Curtice, J. e Seyd, B. (2001), Political Engagement, 
Trust and Constitutional Reform, in Park, A., Curtice, J., 
Thomson, K., Jarvis, L. e Bromley, C. (a cura di), British 
Social Attitudes. The 18th Report: Public Policy, Social Ties,
National Centre of Social Research, London: Sage.
Brown, S. (1995), Postmodern Marketing, London: Routledge. 
Buchanan, J.M. (1991), “The Contractarian Logic of Classical 
Liberalism,” In The Economics and the Ethics of 
Constitutional Order. Ann Arbor, Mich.: University of 
Michigan Press.
Budge, I., Robertson, D. e Hearl D.J. (2008), Ideology, Strategy 
and Party Change, Cambridge: CUP.
Burnham, P., Grillard, K., Grant, W. e Layton-Henry, Z. (2004),
Research Methods in Politics. Basingstoke: Palgrave 
Macmillan.  
Aspetti metodologici e strategici dell'approccio di marketing politico
120
Burns, N., Schlozman, K.L. e Verba, S. (2001), The Private Roots 
of Public Action: Gender, Equality, and Political 
Participation, Cambridge: Harvard University Press.
Butler, D. e Kavanagh, D. (1997), The British General Election of 
1997, Basingstoke, Macmillan Press.
Butler, D. e Kavanagh, D. (2001), The British General Election of 
2001, Basingstoke, Macmillan Press.
Butler, P. e Collins, N. (1994), “Political Marketing: Structure and 
Process,” European Journal of Marketing, 28 (1) 19-34.
Butler, P. e Collins, N. (1996), “Strategic Analysis in Political 
Markets,” European Journal of Marketing, 30 (10/11), 32-44.
Butler, P. e Collins, N. (1999), “A Conceptual Framework for 
Political Marketing,” in Newman, B.I. (a cura di), Handbook 
of Political Marketing, Thousand Oaks, CA: Sage.
Butler, P. e Collins, N. (2001), “Payment on Delivery –
Recognising Constituency Service As Political Marketing,” 
European Journal of Marketing, 35 (9/10), 1026-1037.
Byrne, D. (1971), The Attraction Paradigm, New York: Academic 
Press.
Cain, B., Ferejohn, J e Fiorina, M. (1987), The Personal Vote-
Constituency Service and Electoral Independence, London: 
Harvard University Press.
Campbell, A., Converse, P.E., Miller, W. e Stokes, D. (1960), The 
American Voter, New York: John Wiley.
Cappella, J.N. e Jamieson, K.H. (1997), Spirit of Cynicism: The 
Press and the Public Good, New York: Oxford University 
Press.
Caprara, G.V. (2004a), “L’Elettore Infedele,” Psicologia 
Contemporanea, 184, 4-9.
Caprara, G.V. (2004b), “Nella Mente Degli Elettori, Tratti e Valori 
nella Scelta di Voto,” Psicologia Contemporanea, 181, 18-
25.
Caprara, G.V., Barbaranelli, C., Fraley, C. e Vecchione, M. (2007), 
“The Simplicity of Political Personalities Across Political 
Context: An Anomalous Replication,” International Journal 
of Psychology, 42, 1-13.
M. Irene Prete
121
Caprara, G.V., Barbaranelli, C., Vecchione, M., Testa, S., Loera, 
B. and Ricolfi, L.  (2005), “Quanto Contano Tratti, Valori e 
Preferenze Morali nelle Scelte di Voto?,” Polena, 3, 37-66.
Caprara, G.V., Barbaranelli, C. e Guido, G. (2001), “Brand
Personality: How to Make the Metaphor Fit?,” Journal of 
Economic Psychology, 22 (3), 377-395.
Caprara, G.V., Barbaranelli, C. e Zimbardo P. (1999), “Personality 
Profiles and Political Parties,” Political Psychology, 20, 175-
197.
Caprara, G.V. e Vecchione, M. (2006), Le Ragioni degli Elettori: 
Tratti, Valori e Stabilità del Voto, Giornale Italiano di 
Psicologia, 3 (9), 501-522.
Caprara, G.V. e Vecchione, M. (2007), “Ti Voto Perché Sei un Po’ 
Come Me - Elettori Americani e Italiani a Confronto,” 
Psicologia Contemporanea, 200, 2-8.
Caprara, G.V., Vecchione, M., Barbaranelli, C. e Fraley, R.C. 
(2007), “When Likeness Goes with Liking: The Case of 
Political Preferences,” Political Psychology, 28 (5), 609-632.
Caprara, G.V., Schwartz, S., Capanna, C., Vecchione, M., 
Barbanelli, C. (2006), “Personality and Politics: Values, 
Traits, and Political Choice,” Political Psychology, 27 (1), 1-
28.
Caprara, G.V. e Zimbardo P.G. (2004), “Personalizing Politics – A
Congruency Model of Political Preference,” American 
Psychologist, 59 (7), 581-594. 
Carmines, E.G. e Stimson, J.A. (1980), “The Two Faces of Issue 
Voting,” The American Political Science Review, 74 (1), 78-
91.
Chaffee, S.H. e S.Y. Choe (1980), “Time of Decision and Media 
Use During the Ford-Carter Campaign,” Public Opinion 
Quarterly, 44, 53-69.
Chapman, R.G. e Palda, K.S. (1983), “Electoral Turnout in 
Rational Voting and Consumption Perspectives,” Journal of 
Consumer Research, 9, 337-346.
Choi, H.C. e Becker, S.L. (1987), “Media Use, Issue/Image 
Discriminations, and Voting,” Communication Research, 14 
(3), 267-291.
Aspetti metodologici e strategici dell'approccio di marketing politico
122
Citrin, J. (1974), “Comment: The Political Relevance of Trust in 
Government,” American Political Science Review, 68, 973-
988.
Citrin, J. e Green, D.P. (1986), “Presidential Leadership and the 
Resurgence of Trust in the Government,” British Journal of 
Political Science, 16, 431-453.
Clarke, H.D., Sanders, D., Stewart, M.C. e Whiteley, P. (2004), 
Political Choice in Britain, Oxford: Oxford University Press. 
Coleman, S. (2003), A Tale of Two Houses: The House of 
Commons, the Big Brother House and the people at home,
London: Hansard Society.
Collins, N. e Butler, P. (2003), “When Marketing Models Clash 
With Democracy,” Journal of Public Affairs, 3 (1), 52-61.
Converse, P.E. (1964), “The Nature of Belief Systems in Mass 
Publics”. In D.E. Apter (a cura di), Ideology and Discontent.
New York: Free Press.
Converse, P.E. (1990), “Popular Representation and the
Distribution of Information,” In Information and Democratic 
Processes, J.A. Ferejohn e J.H. Kuklinski (a cura di), Urbana, 
IL: University of Illinois Press. 
Converse, P.E. (2000), “Assessing the Capacity of Mass 
Electorates,” Annual Review of Political Science, 3 (1), 331-
354.
Cox, G.W. e Thies, M.F. (2000), “How Much Does Money 
Matter? ‘Buying’ Votes in Japan, 1967–1990,” Comparative 
Political Studies, 33 (1), 37-57.
Craig, S.C. (1996), “Change and the American Electorate,” in 
Craig, S.C. (a cura di), Broken Contract: Changing 
Relationship Between Americans and Their Government,
Boulder, CO: Westview, 1-20.
Craig, S.C., Niemi, R.G. e Silver, G.E. (1990), “Political Efficacy 
and Trust: A Report on the NES Pilot Study Items,” Political 
Behavior, 12, 289-314.
Crespi, I. (1989), Public Opinion, Polls, and Democracy, Boulder, 
CO: Westview.
Crosby, L.A., Gill, J.D. e Taylor, J.R. (1981), “Consumer/Voter 
Behavior in the Passage of the Michigan Container Law,” 
Journal of Marketing, 45, 19-32.
M. Irene Prete
123
Crosby, L.A. e Taylor, J.R. (1981), “Psychological Commitment 
and Its Effect on Post-Decision Evaluation and Preference 
Stability Among Voters,” Journal of Consumer Research, 9, 
413-431.
Cundy, D.T. (1986), “Political Commercials and Candidate Image: 
The Effects Can Be Substantial” in Kaid, L.L., Nimmo, D. e 
Sanders K.R. (a cura di), New Perspectives on Political 
Advertising, 210-234. Carbondale: Southern Illinois 
University Press.
Cundy, D.T. (1990), “Image Formation, the Low Involvement 
Voter, and Televised Political Advertising,” Political 
Communication and Persuasion, 7, 41-59.
Curtice, J. (2001), “The Rise of New Labour: Party Policies and 
Voter Choices,” British Elections and Parties Review Yearly 
Publication, Oxford University Press.
Curtice, J. e Seyd, B. (2003), Is There a Crisis of Political 
Participation?, in Park, A. et al. (a cura di) British Social 
Attitudes – the 20th Report, London: Sage Publications.
Cwalina, W. e Falkowski, A. (2005), “Advertising and the Image 
of Politicians in Evolving and Established Democracies: 
Comparative Study of the Polish and the U.S. Presidential 
Elections in 2000,” Journal of Political Marketing, 4 (2-3), 
19-43.
Dalton, R.J. (2000), “The Decline of Party Identification,” In R.J. 
Dalton e M.P. Wattenberg, (a cura di), Parties without 
Partisans: Political Change in Advanced Industrial 
Democracies, Oxford, UK: Oxford University Press, pp. 19-
36.
Dalton, R. (2013), Citizen Politics: Public Opinion and Political 
Parties in Advanced Industrial Democracies, 6° ed. 
Washington: Congressional Quarterly Press.
D’Angelo, P. e Esser, F. (2003), “Metacoverage of the Press and 
Publicity in Campaign 2000 Network News,” 89-103, in 
Kaid, L.L., Tedesco, J.C., Bystrom, D. e McKinney, M.S. (a 
cura di), The Millennium Election: Communication in the 
2000 Campaign, Lanham, MD: Rowman and Littlefield 
Publishers. 
Aspetti metodologici e strategici dell'approccio di marketing politico
124
Darby, M.R. e Karni, E. (1973), “Free Competition and the 
Optimal Amount of Fraud,” Journal of Law and Economics,
16 (April), 67-86.
de Chernatony, L. (1998), “Brand Management Through 
Narrowing the Gap Between Brand Identity and Brand 
Reputation,” Open Business School. The Open University.
de Chernatony, L. e Dall’Olmo Riley, F. (1998), “From Modelling 
the Components of the Brand,” European Journal of 
Marketing, 32 (11/12), 1074-1090.
de Chernatony, L. e McDonald, M. (1998), “Creating Powerful 
Brands in Consumer, Service and Industrial Markets,” 
Boston: Butterworth-Heinemann. 
Delli Carpini, M.X. (1996), “Voters, Candidates and Campaigns in 
the New Information Age: An Overview and Assessment,” 
Harvard International Journal of Press/Politics, 1 (4), 36-56.
Demertzis, N., Diamantaki, K., Gazi, A., Sartzetakis, N. (2005), 
“Greek Political Marketing Online: An Analysis of 
Parliament Members’ Web Sites,” Journal of Political
Marketing, 4 (1), 51-74.
Dermody, J. e Hanmer-Lloyd, S. (2003), “Segmenting Young 
People’s Voting Behavior Through Trusting-Distrusting 
Relationship,” Proceeding of the Academy of Marketing 
Political Marketing Conference, University of Middlesex 
Business School, London: September 18-20.
Dermody, J. e Hanmer-Lloyd, S. (2004), “Segmenting Youth 
Voting Behavior through Trusting-Distrusting Relationships: 
A Conceptual Approach,” International Journal of Nonprofit 
and Voluntary Sector Marketing, 9 (3), 202-217.
Dermody, J. e Hanmer-Lloyd, S. (2005), “Safeguarding the Future 
of Democracy: (Re) Building Young People’s Trust in 
Parliamentary Politics” Journal of Political Marketing, 4 (2-
3), 115-133.
Dermody, J. e Scullion, R. (2000), “Perception of Negative 
Political Advertising: Meaningful or Menacing? An 
Empirical Study of the 1997 British General Election 
Campaign,” International Journal of Advertising, 19, 201-
223.
M. Irene Prete
125
Dermody, J. e Scullion, R. (2001), “Delusions of Grandeur? 
Marketing’s Contribution to “Meaningful” Western Political 
Consumption,” European Journal of Marketing, 35 (9/10), 
1085-1098.
Dermody, J. e Scullion, R. (2003a), “Exploring the Consequences 
of Negative Political Advertising for Liberal Democracy,” 
Journal of Political Marketing, 2 (1), 77-100.
Dermody, J. e Scullion, R. (2003b), “Facing the Future: Young 
People’s Awareness of the 2001 British General Election 
Advertising Campaigns,” Journal of Public Affairs, 3 (2), 
152-165.
Dermody, J. e Scullion, R. (2005), “Young People's Attitudes 
Towards British Political Advertising: Nurturing or Impeding 
Voter Engagement?,” Journal of Nonprofit & Public Sector 
Marketing, 14 (1/2), 129-148.
De Vries, W. e Terrance, V. L. (1972),  The Ticket-Splitter: A New 
Force in American Politics, Grand Rapids, MI: W.B. 
Ferdmans.
Diamond, E. e Bates, S. (1984), The Spot: The Use of Political 
Advertising on Television, Cambridge, Massachusetts: MIT 
Press. 
Digman, J.M. (1990), “Personality Structure: Emergence of the 
Five-Factor Model,” Annual Review of Psychology, 41, 417-
440.
Dovi, S. (2001), “Making the World Safe for Hypocrisy?”, Polity,
34 (1), 3-30.
Downs, A. (1957), An Economic Theory of Democracy, New York: 
Harper and Row. 
Dulio, D.A. (2004), For Better or Worse? How Political 
Consultants are Changing Elections in the United States,
Albany: State University of New York Press
Dulio, D.A. e Nelson, C.J. (2005), The Health of American 
Campaigning, Washington, DC: Brookings Institution Press.
Dunleavy, P. e Ward, H. (1991), ”Economic Explanations of 
Voting Behavior,” Democracy, Bureaucracy and Public 
Choice, London: Harvester Wheatsheaf.
Durant, R.F. (1995), “The Democratic Deficit in America,” Paper 
presentato alla 56° Annual Research Conference of the 
Aspetti metodologici e strategici dell'approccio di marketing politico
126
American Society for Public Administration, 22-26 Luglio, 
San Antonio.
Duverger, M. (1954), Political Parties: Their Organization and 
Activities in the Modern State, London: Wiley.
Egan, J. (1999), “Political Marketing: Lesson from the 
Mainstream,” Journal of Marketing Management, 15, 495-
503.
Electoral Commission (2002), Voter Engagement and Young 
People.
Electoral Commission (2003), Public Opinion and the 2004 
Elections.
Electoral Commission (2005), Vote 2005: A Review of Social and 
Academic Research into Voting at UK Parliamentary 
General Elections Research Report – April 2005.
Electoral Commission (2006), An Audit of Political Engagement 3, 
Research Report – March 2006.
Electoral Commission (2007), An Audit of Political Engagement 4,
London: Hansard Society. 
Elias, N. (1998), Il Processo di Civilizzazione, Bologna: Il Mulino.
Epstein, J.H. (1998), “American Distrust Their Government,” 
Futurist, 32 (6), 12-13.
Esser, F. e D’Angelo, P. (2003), “Framing the Press and the 
Publicity Process: A Content Analysis of Metacoverage in 
Campaign 2000 Network News,” American Behavioral 
Scientist, 45 (5), 617-641.
Esser, F. e de Vreese, C.H. (2007), “Comparing Young Voters’ 
Political Engagement in the United States and Europe,” 
American Behavioral Scientist, 50 (9), 1195-1213.
Esser, F. e Spainer, B. (2005), “News Management as News: How 
Media Politics Leads to Metacoverage,” Journal of Political 
Marketing, 4 (4), 27-57.
Faber, R.J. e Storey, M. C. (1984), “Recall of Information from 
Political Advertising,” Journal of Advertising, 13 (3), 39-44.
Faber, R.J., Tims, A.R. e Schmitt, K.G. (1990), “Accentuate the 
Negative?: The Impact of Negative Political Appeals on 
Voting Intent,” in Stout, P.A. (a cura di) Proceeding of the 
1990 Conference of the American Academy of Advertising,
Austin, TX: American Academy of Advertising.
M. Irene Prete
127
Faber, R.J., Tims, A.R. e Schmitt, K.G. (1993), “Negative Political 
Advertising and Voting Intent: The Role of Involvement and 
Alternative Information Sources,”  Journal of Advertising, 22 
(4), 67-76.
Fairclough, N. (2000), “Discourse, Social Theory and Social 
Research: the Discourse of Welfare Reform,” Journal of 
Sociolinguistics, 4, 163-195.
Falkowski, A. e Cwalina, W. (2002), “Structural Models of Voter 
Behavior in the 2000 Polish Presidential Election,” Journal of 
Political Marketing, 1 (2-3), 137-158.
Fallows, J. (1997), Breaking the News: How the Media Undermine 
American Democracy, New York: Vintage.
Farrell, D. (1996), “Campaign Strategies and Tactics,” in L. 
LeDuc, R. Niemi and P. Norris (a cura di), Comparing 
Democracies, Thousand Oaks, CA: Sage.
Fenwick, I., Wiseman, F., Becker, J., e Heiman, J. (1982),“Dealing 
with Indecision – Should We or Not?,” Advances in 
Consumer Research, 9, 247-250.
Festinger, L. (1957), A Theory of Cognitive Dissonance.
California: Stanford University Press.
Fiorina, M.P. (1981), Retrospective Voting in American National 
Elections, New Haven, CT: Yale University Press. 
Flanigan, W.H. e Zingale, N.H. (1974), “The Measurement of 
Electoral Change,” Political Methodology, 1, 49-82.
Flanigan, W.H. e Zingale, N.H. (1983), Political Behavior of the 
American Electorate. 5° edizione, Boston: Allyn and Bacon.
Flickinger, R.S. e Studlar, D.T. (1992), “The Disappearing Voters? 
Exploring Declining Turnout in Western European 
Elections,” West European Politics, 15 (2), 1-16.
Flynn, L.R. e Goldsmith, R.E. (1994), “The King and Summers 
Opinion Leadership Scale: Revision and Refinement,” 
Journal of Business Research, 31 (1), 55-64.
Franklin, M. (1985), The Decline of Class Voting in Britain,
Oxford: Oxford University Press.
Franklin, B. (1994), Packaging Politics: Political Communications 
in Britain’s Media Democracy, London: Edward Arnold.
Franklin, B. (1995), “A Bibliographical Essay,” Political 
Communication, 12, 223-242
Aspetti metodologici e strategici dell'approccio di marketing politico
128
Franklin, M.N. (2002), “The Dynamics of Electoral Participation,” 
in L. LeDuc, R.G. Niemi e P. Norris (a cura di), Comparing 
Democracies 2: New Challenges in the Study of Elections and 
Voting, London: Sage, 148-68.
Franklin, B. e Richardson, J. (2002), “Priming the Parish Pump:
Political Marketing and News Management in Local Political 
Communications Networks,” Journal of Political Marketing,
1 (1), 117-147.
Franklin, M., van der Eijk, C. e Oppenhuis, E. (1996), “The 
Institutional Context: Turnout,” in van der Eijk, C., Franklin, 
M. e Arbor, A. (a cura di), Choosing Europe? The European 
Electorate and National Politics in the Face of Union, MI: 
University of Michigan Press.
Friedenberg, R.V. (1997), Communication Consultants in Political 
Campaigns: Ballot Box Warriors, Westport, CT: Praeger.
Frederickson, H.G. (1996), “Comparing the Reinventing 
Government Movement with the New Public 
Administration,” Public Administration Review, 56 (3), 263-
270.
Garramone, G.M. (1983), “Issue Versus Image Orientation and 
Effects of Political Advertising,” Communication Research,
10 (1), 59-76.
Garramone, G.M. (1984), “Voter Responses to Negative Political 
Ads,” Journalism Quarterly, 61, 250-259.
Garramone, G.M. (1985), “Effects of Negative Political 
Advertising: the Roles of Sponsor and Rebuttal,” Journal of 
Broadcasting and Electronic Media, 29, 147-159.
Garramone, G.M. (1986), “Candidate Image Formation. The Role 
of Information Processing,” in Kaid, L., Nimmo, D. e 
Sanders, K. (a cura di), New Perspectives on Political 
Advertising, Southern Illinois University Press.
Garramone, G.M., Atkin, C.K., Pinkleton, B.E. e Cole, R.T. 
(1990), “Effect of Negative Political Advertising on the 
Political Process,” Journal of Broadcasting and Electronic 
Media, 34, 299-311.
Garramone, G.M. e Smith, S.J. (1984), “Reactions to Political 
Advertising: Clarifying Sponsor Effects,” Journalism 
Quarterly, 61, 771-775.
M. Irene Prete
129
Geiger, S.F. e Reeves, B. (1991), “The Effects of Visual Structure 
and Content Emphasis on the Evaluation and Memory for 
Political Candidates,” in Biocca, F. (a cura di), Television and 
Political Advertising, 1, Hillsdale, NJ: Lawrence Erlbaum, 
125-144.
Gelders, D. e Van De Walle, S. (2005), “Marketing Government 
Reforms,” Journal of Nonprofit & Public Sector Marketing,
14 (1-2), 151-168.
Germond, J.W. e Witcover, J. (1996), “Why American Don’t Go 
To The Pools,” National Journal, 28 (47), 2562-2564.
Gibson, R. (2002), “Elections Online: Assessing Internet Voting in 
Light of the Arizona Democratic Primary”, Political Science
Quarterly, 116 (4), 561-583.
Gidengil, E., Blais, A., Nevitte, N. e Nadeau, R. (2004), Citizens,
Vancouver: UBC Press.
Gilly, M.C., Graham, J.L., Wolfinbarger, M.F. e Yale, L.J.  (1998), 
“A Dyadic Study of Interpersonal Information Search,” 
Journal of the Academy of Marketing Science, 26 (2), 83-100.
Godwin, K. (1988), One Billion Dollars of Influence: The Direct 
Marketing of Politics, NJ: Chatham House.
Goldenberg, E.N. e Traugott, M.W. (1984), Campaigning for 
Congress, Washington, DC: Congressional Quarterly.
Gosling, S.D., Rentfrow, P.J. e Swann, W.B.Jr (2003), “A Very 
Brief Measure of the Big-Five Personality Domains,” Journal 
of Research in Personality, 37, 504-528.
Govier, T. (1994), “Is It a Jungle Out There? Trust, Distrust and 
the Construction of Social Reality,” Dialogue, 33, 237-252.
Gould, C. (1988) , Rethinking Democracy, Cambridge: Cambridge 
University Press. 
Gould, P. (1998), The Unfinished Revolution: How the 
Modernisers Saved the Labour Party, London: Little Brown.
Graber, D.A. (2001), Processing Politics: Learning from 
Television in the Internet Age, Chicago: University of 
Chicago Press.
Graber, D.A. (2006), Mass Media and American Politics,
Washington, DC: Congressional Quarterly Press.
Aspetti metodologici e strategici dell'approccio di marketing politico
130
Granberg D. e Holmberg, S. (1996), “Attitude Constraint and
Stability Among Elite and Mass in Sweden,” European 
Journal of Political Research, 29 (1), 59-72.
Green, D.P. e Krasno, J.S. (1988), “Salvation for the Spendthrift 
Incumbent: Re-estimating the Effects of Campaign Spending 
in House Elections,” American Journal of Political Science,
32 (4), 884-907.
Grönroos, C. (1994), “Quo Vadis, Marketing? Toward a 
Relationship Marketing Paradigm,” Journal of Marketing 
Management, 10, 347-60
Grönroos, C. (1997) “From Marketing Mix to Relationship 
Marketing - Towards a Paradigm Shift in Marketing,” 
Management Decision , 35 (4), 322-39.
Guido, G. (2001), The Salience of Marketing Stimuli. An 
Incongruity-Salience Hypothesis on Consumer Awareness,
Boston, MA: Kluwer Academic Publishers.
Guido G. (2005), “La Dimensione dei Rapporti con i Consumatori 
nelle Imprese Orientate al Marketing Competitivo,” in Pilotti 
L. (a cura di), Strategie dell’Impresa, Roma, Carocci, pp. 
113-155.
Guido, G. (2010), “Il Modello Conoscenze-Speranze sulla 
Soddisfazione del Consumatore,” in Bassi, F., Guido, G. e 
Peluso, A.M. (a cura di), La Valutazione della Customer 
Satisfaction nelle Esperienze di Consumo, Milano: Franco 
Angeli.
Guido, G. (2015a), “Customer Satisfaction,” in Wiley 
Encyclopedia of Management, Vol. 9: Marketing, N. Lee e A. 
Farrell, (a cura di), New York: Wiley, 139-147.
Guido, G. (2015b), “Inductional Marketing,” Wiley Encyclopaedia 
of Management, Vol. 9: Marketing, N. Lee e A.M. Farrell (a 
cura di), New York: Wiley, 246-247.
Guido, G., Prete, M.I., Chirizzi, G. e Piscopiello, L. (2006), 
“'Personalità, Valori e Scelte di Consumo degli Elettori 
Salentini: Uno Studio di Marketing Politico,” Paper 
presentato al VI Convegno Nazionale SIPCO (Società Italiana 
di Psicologia di Comunità), 7-9 Settembre, Università del 
Salento, Lecce.
M. Irene Prete
131
Gummesson E. (1999), Total Relationship Marketing, Oxford, 
Butterworth Heinemann.
Gutman, J. (1982), “A Means-End Chain Model Based on
Consumer Categorization Processes,” Journal of Marketing,
46, 60-72.
Gutman, J. (1997), “Means-End Chains As Goal Hierarchies”, 
Psychology & Marketing, 14 (6), 546-60.
Hallin, D.C. (1992), “The Passing of the “High Modernism” of 
American Journalism,” Journal of Communication, 42 (3), 
14-25.
Hallin, D.C. e Mancini, P. (2004), Comparing Media Systems. 
Three Models of Media and Politics, Cambridge, Cambridge 
Univiersity Press.
Halpern, D. (2003), “Downing Street Advisor, University of 
Cambridge,” in Elliot, J. e Quaintance, L. (a cura di), Britain 
Is Getting More Suspicious, The Sunday Times, 18 Maggio, 
5.
Harmel, R. e Janda, K. (1994), “An Integrated Theory of Party 
Goals and Party Change,” Journal of Theoretical Politics, 6, 
259-287.
Harris, P. (2002a), “Political Lobbying Commentary,” Psychology 
& Marketing, 19 (12), 987-992.
Harris, P. (2002b), “Who Pays the Piper? The Funding of Political 
Campaigning in the UK, US and the Consequences for 
Political Marketing and the Public Affairs,” Journal of 
Political Marketing, 1 (2-3), 89-107.
Harris, P., Fury, D. e Lock, A. (2006), “Do Political Parties and the 
Press Influence the Public Agenda? A Content Analysis of 
Press Coverage of the 2001 UK General Election,” Journal of 
Political Marketing, 5 (3), 1-28.
Harris, P., Kolovos, I. e Lock, A. (2001), “Who Sets the Agenda? 
An Analysis of Agenda Setting and Press Coverage in the 
1999 Greek European Elections,” European Journal of 
Marketing, 35 (9/10), 1117-1135.
Harris, P. e Lock, A. (2001), “Establishing the Charles Kennedy 
Brand: A Strategy for an Election the Result of which Is 
Foregone Conclusion,” Journal of Marketing Management,
Aspetti metodologici e strategici dell'approccio di marketing politico
132
Special Edition: The Marketing Campaign: The 2001 British
General Election, 17 (9-10), 943-956.
Harris, P. e Lock, A. (2005), “Political Marketing Funding and 
Expenditure in the UK General Election Campaign of 2005,” 
Journal of Marketing Management, 21, 1117-1133.
Harris, P., Lock, A. e O’Shaughnessy, N. (1999), “Measuring the 
Effect of Political Advertising and the Case of the 1995 Irish 
Divorce Referendum,” Marketing Intelligence & Planning,
17 (6), 272-279.
Harrison, S. (2000), “Shouts e Whispers – The Lobbyist Campaign 
for and against Resale Price Maintenance,” European Journal 
of Marketing, 34 (1/2), 207-222.
Hayes, B.C. e McAllister, I. (2001), “Women, Electoral Volatility 
and Political Outcomes in Britain,” European Journal of 
Marketing, 35 (9/10), 971-983.
Heath, A.F., Jowell, R. e Curtice, J. (1985), How Britain Votes,
Oxford: Pergamon.
Heatherington, M.J. (1998), “The Political Relevance of Trust,” 
American Political Science Review, 92 (4), 791-808.
Henneberg, S.C. (2003), “Generic Functions of Political Marketing 
Management,” University of Bath, School of Management, 
Working Paper Series, 19. 
Henneberg, S.C. e O’Shaughnessy, N.J. (2007), “Theory and 
Concept Development in Political Marketing: Issue and an 
Agenda,” Journal of Political Marketing, 6 (2-3).
Hershey, M.R. (1974), The Making of Campaign Strategy,
Lexington Books.
Hershey, M.R. (1984), Running for Office: The Political Education 
of Campaigners, Chatham House.
Hibbing, J.N. e Theiss-Morse, E. (1998), “The Media's Role in 
Public Negativity toward Congress: Distinguishing Emotional 
Reactions and Cognitive Evaluation,” American Journal of 
Political Science, 42 (2), 475-499.
Hill, R.P. (1989) “An Exploration of Voter Responses to Political 
Advertisement,” Journal of Advertising, 18, 14-22.
Himmelweit, H., Jaegar, M., Stockdale, B. e Stockdale, J. (1978), 
“Memory for Past Vote,” British Journal of Political Science,
8, 365-384.
M. Irene Prete
133
Hofrichter, J. (1999), “Exit Polls and Election Campaigns,” in 
Newman, B.I. (a cura di), Handbook of Political Marketing,
Thousand Oaks, CA: Sage.
Hofstetter, C.R. e Buss, T.F. (1980), “Political and Last-Minute 
Political Television,” Western Political Quarterly, 33, 24-37.
Hofstetter, C.R., Zukin, C. e Buss, T.F. (1978), “Political Imagery 
and Information in an Age of  Television,” Journalism 
Quarterly, 55, 562-569.
Holbrook, M.B. (1995), Consumer Research. Introspective Essays 
on the Study of Consumption, Thousand Oaks, CA: Sage.
Holbrook, M.B. e Hirschman, E.C. (1982), “The Experiential 
Aspects of Consumption: Consumer Fantasies, Feelings and 
Fun,” Journal of Consumer Research, (9), 132-140.
Holtz-Bacha, C. (2005), “To the Advantage of the Big Parties but 
They Seem to Lose Interest-TV Advertising During the 2002 
German National Election Campaign,” Journal of Political 
Marketing, 4 (4), 75-84.
Honomichl, J. (1988), “Negative Spots Likely to Return in Election 
'88,” Advertising Age, 58 (3), 70-72.
Hooley, G.J. Lynch, J.E. e Shepherd, J. (1990), “The Marketing 
Concept: Putting the Theory into Practice,” European 
Journal of Marketing, 24 (9), 7-24.
Howard, P.N. (2005), “Deep Democracy, Thin Citizenship: The 
Impact of Digital Media in Political Campaign Strategy,” 
Annals AAPSS, 597, January, 153-170.
Hughes, A. (2003), “Can Branding Theory be Applied to 
Marketing Political Parties? A case Study of the Australian 
Greens,” ANZMAC Conference Proceedings Adelaide, 1-3
December, 1873-1882.
Hutchenson, D.S. (2006), “How to Win Elections and Influence 
People: The Development of Political Consulting in the Post-
Communist Russia,” Journal of Political Marketing, 5 (4), 
47-70.
Hvitfelt, H. (1994), “The Commercialization of the Evening News: 
Changes in Narrative Technique in Swedish TV News,” 
Nordicom Review, 15 (1), 33-41.
Aspetti metodologici e strategici dell'approccio di marketing politico
134
Ingram, P. e Lees-Marshment, J. (2002), “The Anglicisation of 
Political Marketing: How Blair ‘Out-Marketed’ Clinton,” 
Journal of Public Affairs, 2 (2), 44-56.
Jackman, R.W. (1987), “Political Institutions and Voter Turnout in 
Industrialized Democracies,” American Political Science 
Review, 81, 405-423.
Jackman, R.W. e Miller, R.A. (1995), “Voter Turnout in the 
Industrial Democracies During the 1980s,” Comparative 
Political Studies, 27, 467-492.
Jacobs, L.R., Shapiro, R.Y. (1995), “Presidential Manipulation of 
Polls and Public Opinion: The Nixon Administration and the 
Pollster,” Political Science Quarterly, 223-245.
Jacobson, G. (1990), “The Effects of Campaign Spending in House 
Elections: New Evidence for Old Arguments,” American 
Journal of Political Science, 34 (2), 334-362.
James, K. e Hensel, P. (1991), “Negative Advertising: The 
Malicous Strain of Comparative Advertising,” Journal of 
Advertising, 20 (2), 53-69.
Johansen, H.P.M. (2005), “Political Marketing: More Than 
Persuasive Techniques, an Organizational Perspective,” 
Journal of Political Marketing, 4 (4), 85-105.
John, O.P. (1990), “The ‘Big Five’ Factor Taxonomy: Dimensions 
of Personality in the Natural Language and in 
Questionnaires,” In L.A. Pervin (a cura di), Handbook of 
Personality: Theory and Research, pp. 66-100, New York: 
Guilford.
Johnson, D.W. (2001), No Place for Amateurs: How Political 
Consultant Are Reshaping American Democracy, New York: 
Routledge.
Johnson-Cartee, K.S. e Copeland, G. (1989), “Southern Voter’ 
Reaction to Negative Political Ads in 1986 Election,” 
Journalism Quarterly, 66, 888-893.
Johnson-Cartee, K.S. e Copeland, G. (1991), Negative Political 
Advertising: Coming of Age, Hillsdale, NJ: Lawrence 
Erlbaum Associates, Publishers.
Johnson-Cartee, K.S. e Copeland, G. (2003), Strategic Political 
Communication, Rowman & Littlefield.
M. Irene Prete
135
Johnston, A. (1991), “Political Broadcast: An Analysis of Form, 
Content, and Style in Presidential Communication,” in Kaid, 
L.L., Gerstle, J. e Sanders, K.R. (a cura di), Mediated Politics 
in Two Cultures: Presidential Campaigning in the United 
States and France, New York: Praeger.
Johnston, A., Blais, A., Brady, H.E. e Crete, J. (1992), Letting the 
People Decide: Dynamics of a Canadian Election, Stanford, 
CA: Stanford University Press.
Johnston, R.J. e Pattie, C.J. (1997), “Towards and Understanding 
of Turnout at British General Elections: Voluntary and 
Involuntary Abstention in 1992,” Parliamentary Affairs, 50, 
280-291.
Jurie, J. (1988), “Bureaucracy and Higher Education: The 
Redefinition of Relevance,” Scholar and Educator, 12, 80-91.
Just, M., Crigler, A. e Wallach, L. (1990), “Thirty Seconds or 
Thirty Minutes: What Viewers Learn from Spot 
Advertisements and Candidate Debates,” Journal of 
Communication, 40 (3), 120-33.
Kahn, K.F. e Geer, J.G. (1994) “Creating Impressions: An 
Experimental Investigation of Political Advertising on 
Television,” Political Behavior, 16, 93-116.
Kahn, K.F. e Kenney, P.J. (1999), “Do Negative Campaigns 
Mobilize or Suppress Turnout? Clarifying Relationship 
between Negativity and Participation,” American Political 
Science Review, 93 (4), 877-889.
Kaid, L.L. (1981), “Political Advertising,” in Nimmo, D. e
Sanders, K.R. (a cura di), Handbook of Political 
Communication, CA: Sage.
Kaid, L.L. (1982), “Paid Television Advertising and Candidate 
Name Identification,” Campaign and Elections, 3, 34-36.
Kaid, L.L. (1991) “Ethical Dimension of Political Advertising,” in 
Denton, R. (a cura di), Ethical Dimensions of Political 
Communication, New York: Praeger.
Kaid, L.L. (1994) “Political Advertising in the 1992 Campaign” in 
Denton Jr, R.E. (a cura di), The 1992 Presidential Campaign,
111-127. Westport, CT: Preager.
Aspetti metodologici e strategici dell'approccio di marketing politico
136
Kaid, L.L. (1997) “Effects of the Television Spots on Images of 
Dole and Clinton,” American Behavioral Scientist, 40, 1085-
1094.
Kaid, L.L. (1998) “Videostyle and the Effects of the 1996 
Presidential Campaign Advertising” in Denton, R.E. (a cura 
di), The 1996 Presidential Campaign: A Communication 
Perspective, 143-159. Westport, CT: Preager.
Kaid, L.L. (1999), “Political Advertising: A Summary of Research 
Findings,” in Newman, B.I. (a cura di), Handbook of Political 
Marketing, Thousand Oaks, CA: Sage.
Kaid, L.L. e Boydston, J. (1987) “An Experimental Study of the 
Effectiveness of Negative Political Advertisement,” 
Communication Quarterly, 35, 193-201.
Kaid, L.L. e Chanslor, M. (1995) “Changing Candidate Images: 
The Effects of Television Advertising” in Haker, H. (a cura 
di), Candidate Images in Presidential Election Campaigns,
New York: Praeger.
Kaid, L.L., Chanslor, M. e Hovind, M. (1992) “The Influence of 
Programme and Commercial Type on Political Advertising 
Effectiveness,” Journal of Broadcasting and Electronic 
Media, 36, 303-320.
Kaid, L.L., Leland, C. e Whitney, S. (1992) “The Impact of 
Televised Political Ads: Evoking Viewer Responses in the 
1988 Presidential Campaign,” Southern Communication 
Journal, 57, 285-295.
Kaid, L.L. e Sanders, K.R. (1978) “Political Television 
Commercials: An Experimental Study of the Type and 
Length,” Communication Research, 5, 57-70.
Kanter, D.L. e Mirvis, P.H. (1989), The Cynical American: Living 
and Working in an Age of Discontent and Disillusion, San 
Francisco, CA: Jossey-Bass.
Kapferer, J.N. (1992), Strategic Brand Management,. London: 
Kogan Page.
Kates, S. (1998), “A Qualitative Exploration into Voters’ Ethical 
Perceptions of Political Advertising: Discourse, 
Disinformation, and Moral Boundaries,” Journal of Business 
Ethics, 17, 1871-1885.
M. Irene Prete
137
Katz, R.S. (1999), “Role Orientation in Parliaments,” in Katz, R.S. 
e Wassels, B. (a cura di), The European Parliament, the 
National Parliaments and European Integration, Oxford: 
Oxford University Press.
Kavanagh, D. (1995), Election Campaigning: The New Marketing 
of Politics, Oxford: Blackwell Publishers.
Keller, L.K. (1993), “Conceptualizing, Measuring, and Managing 
Customer-Based Brand Equity,” Journal of Marketing, 57 
(1), 1-22.
Kelley, S. (1956), Professional Public Relations and Political 
Power, Johns Hopkins Press.
Kenski, K.M. (2007), “Gender and Time of Voting Decision: 
Decision Certainty During the 2000 Presidential Campaign,”
Journal of Political Marketing, 6 (1), 1-22.
Kerbel, M.R. (1994), Edited for Television: CNN, ABC, and the 
1992 Presidential Campaign. Boulder: Westview.
Kessel, J.H. (1984), Presidential Parties, Homewood, IL: Dorsey 
Press.
Kinder, D.R., Peters, M.D., Abelson, R.P. e Fiske, S.T. (1980), 
“Presidential Prototypes,” Political Behavior, 2, 315-337.
Kinsey, D.F. (1999), “Political Consulting: Bridging the Academic 
and Practical Perspective,” in Newman, B.I. (a cura di), 
Handbook of Political Marketing, Thousand Oaks, CA: Sage.
Kirchheimer, O. (1966), “The Transformation of the Western 
European Party Systems,” In Political Parties and Political 
Development, (a cura di) LaPalombara, J. e Weiner, M. 
Princeton: Princeton University Press.
Klein, J.G. e Ahluwalia, R. (2005), “Negativity in the Evaluation 
of Political Candidates,” Journal of Marketing, 69 (1), 131-
142.
Koch, J. (1997), “Candidate Gender and Women’s Psychological 
Engagement in Politics,” American Politics Quarterly, 25, 
118-134.
Kolodny, R. (1998), Pursuing Majorities: Congressional 
Campaign Committees in American Politics, Norman: 
University of Oklahoma Press.
Kotler, P. (1972), “A Generic Concept of Marketing,” Journal of 
Marketing, 36 (4), 46-54.
Aspetti metodologici e strategici dell'approccio di marketing politico
138
Kotler, P. (1975), “Overview of Political Candidate Marketing,” 
Advances in Consumer Research, 2, 761-769.
Kotler, P. (1979), “Strategies for Introducing Marketing into 
Nonprofit Organizations,” Journal of Marketing, 43 (1), 37-
44.
Kotler, P. (2003), Marketing Management, 11° Edizione Europea, 
Prentice Hall.
Kotler, P. e Andreasen, A. (1991), Strategic Marketing for Non-
profit Organisations, Englewood Cliffs, NJ: Prentice Hall.
Kotler, J.T. e Kotler, N. (1981), “Business Marketing for Political 
Candidates,” Campaigns & Elections, 24-33.
Kotler, P. e Kotler, N. (1999), “Generating Effective Candidates, 
Campaigns and Causes,” in Newman, B.I. (a cura di), 
Handbook of Political Marketing, CA: Sage.
Kotler, P. e Levy, S. J. (1969), “Broadening the Concept of 
Marketing,” Journal of Marketing, 33 (1), 10-15.
Kotler, P. e Levy, S. J. (1973), “Buying is Marketing too!,” 
Journal of Marketing, 37 (1), 54-59.
Kraus, S. (1999), “Televised Debates: Marketing Presidential 
Candidates,” in Newman, B.I. (a cura di), Handbook of 
Political Marketing, Thousand Oaks, CA: Sage.
Krosnick, J.A., Miller, J.M. e Tichy, M.P. (2003), “An 
Unrecognized Need for Ballot Reform,” In: Crigler, A.N., 
Just, M.R. e McCaffery, E.J. (a cura di), Rethinking the Vote,
New York: Oxford University Press.
Krugman, H.E. e Hartley, E.L. (1970), “Passive Learning from 
Television,” Public Opinion Quarterly, 34, 184-190.
Kunkel, A., Dennis, M.R. e Waters, E. (2003), “Contemporary 
University Students’ Rating of Characteristics of Man, 
Women, and CEOs,” Psychological Reports, 93, 1197-1213.
Ladner, A. e Milner, H. (1999), “Do Voters Turn Out More under 
Proportional than Majoritan System? The Evidence from 
Swiss Communal Elections,” Electoral Studies, 18 (2), 235-
250.
Lang, A. (1991), “Emotions, Formal Features and Memory For 
Televised Political Advertisements,” in Biocca, F. (a cura di), 
Television and Political Advertising, Volume 1: 
M. Irene Prete
139
Psychological Process, 221-243, NJ: Lawrence Erlbaum 
Associates.
Lang, A. e Lanfear, P. (1990), “The Information Processing of 
Televised Political Advertising: Using Theory to Maximize 
Recall,” Advances in Consumer Research, 17 (1), 149-158.
Lariscy, R.A.W. e Tinkham, S.F. (1996), “Use and Impact of 
Direct Mail in the Context of Integrated Marketing 
Communications: U.S. Congressional Campaigns in the 1982 
and 1990,” Journal of Business Research, 3, 233-244.
Lau, R.R. (1985), “Two Explanation for Negativity Effect in 
Political Behavior,” American Journal of Political Science,
29 (1), 119-138.
Lau, R.R. e Redlawsk, D.P. (2006), How Voters Decide: 
Information Processing during Election Campaigns, New 
York: Cambridge University Press.
Lazarus, R.S. (1999), “Hope: An Emotion and a Vital Coping 
Resource Against Despair,” Social Research, 66, 653-678.
Lazarsfeld, P.F., Berelson, B. e Gaudet H. (1944), The People’s 
Choice, New York: Duell, Sloan and Pearce.
Lees-Marshment, J. (2001a), “Marketing the British Conservatives 
1997-2001,” Journal of Marketing Management, 17(), 929-
941.
Lees-Marshment, J. (2001b), Political Marketing and British 
Political Parties, Manchester University Press New York.
Lees-Marshment, J. (2001c), “The Marriage of Politics and
Marketing,” Political Studies, 49, 692-713.
Lees-Marshment, J. (2001d), “The Product, Sales and Market-
Oriented Party – How Labour Learnt to Market the Product, 
Not Just the Presentation,” European Journal of Marketing, 
35 (9/10), 1074-1084.
Lees-Marshment, J. (2003), “Political Marketing: How to Reach 
That Pot of Gold,”   Journal of Political Marketing, 2 (1), 1-
32.
Lees-Marshment, J. (2004a), “Mis-Marketing the Conservative: 
The Limitations of Style over Substance,” The Political 
Quarterly, 392-397.
Aspetti metodologici e strategici dell'approccio di marketing politico
140
Lees-Marshment, J. (2004b), The Political Marketing Revolution: 
Transforming the Government of the UK,  Manchester: 
Manchester University Press.
Lewis, J., Inthorn, S., e Wahl-Jorgensen, K. (2005), Citizens or 
Consumers? What the Media Tell Us About Political 
Participation, Buckingham: Open University Press.
Lijphart, A. (1994), Electoral System and Party System, Oxford: 
Oxford University Press.
Lilleker, D.G. (2005), “Political Marketing: The Cause of an 
Emerging Democratic Deficit in Britain,” Journal of  
Nonprofit & Public Sector Marketing, 14 (1-2), 5-26.
Lilleker, D.G. e Lees-Marshment, J. (2005), Political Marketing: A 
Comparative Perspective, Manchester University Press. 
Lock, A. e Harris, P. (1996), “Political Marketing - Vive la 
Difference!,” European Journal of Marketing, 30 (10/11), 21-
31.
Lopez, M.H., Kirby, E. e Sagoff, J. (2005), The Youth Vote 2004,
Centre for Information and Research on Civic Learning and 
Engagement Fact Sheet, 
http://www.civicyouth.org/PopUps/FactSheets/FS_Youth_Vo
ting_72-04.pdf.
Lott, B., Lott, A. e Saris, R. (1993), “Voter Preference and 
Behavior in the Presidential Election of 1988,” Journal of 
Psychology, 127 (1), 87-97.
Luntz, F.L. (1988), “Candidates, Consultants, and Campaigns: 
The Style and Substance of American Electioneering,” 
Blackwell.
Lusoli, W. e S. Ward (2004), “Digital Rank-and-File: Party 
Activists’ Perceptions and Use of the Internet,” British 
Journal of Politics and International Relations, 6 (4), 453-
470.
Maarek, P.J. (1995), Political Marketing and Communication,
London: Libbey. 
Mair, P. e I. van Biezen (2001), “Party Membership in Twenty 
European Democracies 1980-2000,” Party Politics, 7 (1), 5-
21.
Mancini, P. (1999), “New Frontiers in Political Professionalism,” 
Political Communication, 16 (3), 231-245.
M. Irene Prete
141
Margolis M. e Resnick, D. (2000), Politics as Usual: The 
“Cyberspace Revolution”, Thousand Oaks, CA: Sage 
Publications.
Marquand, D. (1990), “Smashing Times,” New Statesman and 
Society, 3 (111), 27.
Marshall, K.P. e Fisher, C. (2005), “Marketing Military Service: 
Benefits Segmentation Based on Generalized and Restricted 
Exchange,” Journal of Nonprofit & Public Sector Marketing,
14 (1-2), 247-267.
Marshall, B. e Williams, M. (2003), “Turnout, Attitudes to Voting 
and the 2003 Elections,” Paper presentato all’EPOP 
Conference.
Martinelli, K.A. e Chaffee, S.H. (1995), “Measuring New-Voter 
Learning via Three Channels of Political Information,” 
Journalism & Mass Communication Quarterly, 72 (1), 18-32.
Masterson, J.T. e Biggers, E. (1986), “Emotion-eliciting Quantities 
of Television Campaign Advertsiting As a Predictor of 
Voting Behavior,” Psychology: A Quarterly Journal of 
Human Behavior, 23, 13-19.
Mauser, G.A. (1980), “Positioning Political Candidates – An 
Application of Concept Evaluation Techniques,” Journal of 
the Market Research Society, 22 (6), 181-191.
Mauser, G.A. (1996), Political Marketing - An Approach to 
Campaign Strategy, New York: Praeger. 
Mayer, R.C., Davis, J.H. e Schoorman, F.D. (1995), “An 
Integrative Model of Organizational Trust,” Academy of 
Management Review, 20, 709-734.
Mazzoleni, G. (1998), La Comunicazione Politica, Bologna: Il 
Mulino.
Mazzoleni, G. e Roper, C.S. (1995), “The Presentation of Italian 
Candidates and Parties in Television Advertising,” in Kaid, 
L.L. e Holtz-Bacha, C. (a cura di), Political Advertising in 
Western Democracies, Thousand Oaks, CA: Sage.
Mazzoleni, G. e Schulz, W. (1999) “ ‘Mediatization’ of Politics: A 
Challenge for Democracy?”, Political Communication, 16,
247-61.
Aspetti metodologici e strategici dell'approccio di marketing politico
142
McAlister, L. e Pessemier, E. (1982), “Variety Seeking Behavior: 
An Interdisciplinary Review,” Journal of Consumer 
Research, 9 (3), 311-322.
McClure, R. e Patterson, T. (1974), “Television News and Political 
Advertising: The Impact of Exposure on Voter Beliefs,” 
Communication Research, 1 (1), 3-31.
McCrae, R.R. (1989), “Why I Advocate the Five-Factor Model: 
Joint Factor Analyses of the NEO-PI with Other 
Instruments,” In D.M. Buss e N. Cantor (a cura di), 
Personality Psychology: Recent Trends and Emerging 
Directions, New York: Springer-Verlag.
McKinney, M.S. e Carlin, D.B. (2004), “Political Campaign 
Debates,” in Kaid, L.L. (a cura di), Handbook of Political 
Communication Research (203-234), Mahwah, NJ: Lawrence 
Erlbaum.
McManus, J. (1994), Market-Driven Journalism: Let the Citizen 
Beware?, Thousand Oaks, CA: Sage Publications.
McNair, B. (2003), An Introduction to Political Communication,
London: Routledge. 
Medvic, S.K. (2000), “Professionalization in Congressional 
Campaigns,” In Campaign Warriors: Political Consultants in 
Election, Brookings Institution Press.
Medvic, S.K. (2001), Political Consultants in U.S. Congressional 
Elections, Columbus: Ohio State University Press.
Medvic, S.K. (2006), “Understanding Campaign Strategy: 
“Deliberate Priming” and the Role of Professional Political 
Consultants,” Journal of Political Marketing, 5 (1-2), 113-32.
Merritt, S. (1984) “Negative Political Advertising: Some Empirical 
Findings,” Journal of Advertising, 13 (3), 27-38.
Michelson, M.R. (2006), “Mobilizing the Latino Youth Vote: 
Some Experimental Results,” Social Science Quarterly, 87 
(5), 1188-1206.
Miller, A.H., Borrelli, S. (1991), “Confidence in Government 
During the 1980s,” American Politics Quarterly, 19, 147-173.
Miller, A.H. e Listhaug, O. (1990), “Political Parties and 
Confidence in Government: A Comparison of Norway, 
Sweden and United States,” British Journal of Political 
Science, 20, 357-386.
M. Irene Prete
143
Miller, A.H., Wattenberg, M.P. e Malanchuk, O. (1986),
“Schematic Assessments of Presidential Candidates,”
American Political Science Review, 80 (2), 521-540.
Miron, D. (1999), “Grabbing the Nonvoter,” in Newman, B.I. (a 
cura di), Handbook of Political Marketing, Thousand Oaks, 
CA: Sage.
Mitchell, P. e Daves, R. (1999), “Media Polls, Candidates, and 
Campaigns,” in Newman, B.I. (a cura di), Handbook of 
Political Marketing, Thousand Oaks, CA: SAGE, 177-196.
Moloney, K. (2000), “The Rise and Fall of Spin: Changes of 
Fashion in the Presentation of UK Politics,” Journal of Public 
Affairs, 1 (2), 124-135.
MORI (2001), “The British General Election: The Most Boring 
Election Over?,” Paper presentato da Worcester, R. e 
Mortimore, R. alla EPOP Conference, University of Sussex.
Morris, J.S. e Forgette, R. (2007), “News Grazers, Television 
News, Political Knowledge, and Engagement,” The Harvard 
International Journal of Press/Politics, 12 (1), 91-107.
Morton, C.R. e Villegas, J. (2005), “Political Issue Promotion in 
the Age of 9-11,” Journal of Nonprofit & Public Sector 
Marketing, 14 (1-2), 269-284.
Mulder, R. (1979) “The Effects of Televised Political Ads in the 
1975 Chicago Mayoral Election,” Journalism Quarterly, 56, 
336-340.
Mulgan, G. e Wilkinson, H. (1997), “Freedom’s Children and the 
Rise of Generational Politics,” in Mulgan, G. (a cura di), Life 
After Politics: New Thinking for the Twenty-First Century,
London: Fontana.
Murray, M. (2002), “Public Symbols: Analysis of the Florida 
Recount Case,” Psychology & Marketing, 19 (12), 1067-
1078.
Myers J.H. (1999), Measuring Customer Satisfaction: Hot Button 
and Other Measurement Issues, Chicago: American 
Marketing Association.
Nakanishi, M., Cooper, L.G. e Kassarjian, H.H. (1974), “Voting 
for a Political Candidate Under Conditions of Minimal 
Information,” Journal of Consumer Research, 1, 36-43.
Aspetti metodologici e strategici dell'approccio di marketing politico
144
Napolitan, J. (1972), The Election Game and How to Win it, New 
York: Doubleday.
Newman, B.I. (1985), “An Historical Review of the Voter as a 
Consumer,” in Special Volumes: Association for Consumer 
Research, 257-261.
Newman, B.I. (1994), The Marketing of the President: Political 
Marketing As Campaign Strategy, Thousand Oaks, CA: Sage. 
Newman, B.I. (1999), “A Predictive Model of Voter Behavior: The 
Repositioning of Bill Clinton,” in Newman, B.I. (a cura di), 
Handbook of Political Marketing, Thousand Oaks, CA: Sage.
Newman, B.I. (2001), “An Assessment of the 2000 US Presidential 
Election: A Set of Political Marketing Guidelines,” Journal of 
Public Affairs, 1 (3), 210-216.
Newman, B.I. (2001b), “Image-Manufacturing in the USA: Recent 
US Presidential Elections and Beyond,” European Journal of 
Marketing, 35 (9/10), 966-970.
Newman, B.I. (2002), “Editorial: Broadening the Boundaries of 
Marketing: Political Marketing in the New Millennium,” 
Psychology & Marketing, 19 (12), 983-986.
Newman, B.I. (2002), “Testing a Predictive Model of Voter 
Behavior on the 2000 U.S. Presidential Election,” Journal of 
Political Marketing, 1 (2-3), 159-173.
Newman, B.I. e Sheth, J.N. (1984), “The “Gender Gap” in Voter
Attitudes and Behavior: Some Advertising Implications,” 
Journal of Advertising, 13, 4-16.
Newman, B.I. e Sheth, J.N. (1985a), “A Model of Primary Voter 
Behavior,” Journal of Consumer Research, 12, 178-187.
Newman, B.I. e Sheth, J.N. (1987), “A Review of Political 
Marketing,” Research in Marketing, A Research Annual, 9, 
Greenwich, Conn. And London: JAI Press.  
Newman, B.I. e Vercic, D. (2002), (a cura di), “Communication of 
Politics: Cross-Cultural Theory Building in the Practice of 
Public Relations and Political Marketing,” Journal of  
Political Marketing, 1 (2-3).
Nie, N.H. e Anderson, K. (1974), “Mass Belief System Revisited:
Political Change and Attitude Structure,” Journal of Politics,
36, 540-591.
M. Irene Prete
145
Nie, N.H., Verba, S., e Petrocik, J.R. (1976), The Changing 
American Voter, Cambridge: Harvard University.
Niffenegger, P.B. (1989), “Strategies for Success for the Political 
Marketers,” Journal of Consumer Marketing, 6 (1), 45-51.
Nickerson, D.W. (2006), “Hunting the Elusive Young Voter,” 
Journal of Political Marketing, 5 (3), 47-69.
Nimmo, D. (1970), The Political Persuaders, The Techniques of 
Modern Election Campaigns, New Jersey, Englewood Cliffs: 
Prentice-Hall Inc.
Nimmo, D. (1974), “Images and Voters’ Decision-Making 
Processes,” Advances in Consumer Research, 1, 771-781.
Nimmo, D. (1999), “The Permanent Campaign: Marketing as a 
Governing Tool,” in Newman, B.I. (a cura di), Handbook of 
Political Marketing, Thousand Oaks, CA: Sage. 
Nimmo, D. e Savage, R. (1976), Candidates and Their Images: 
Concepts, Methods, and Findings, Santa Monica, CA: 
Goodyear Publishing Co. Inc.
Nyiri, K. (2003), Mobile Communication:  Essays on Cognition 
and Community, Vienna: Passagen Verlag.
Norris, P. (2000), A Virtuous Circle: Political Communications in 
Postindustrial Societies, Cambridge, UK: Cambridge 
University Press.
Norris, P. (2001), “Apathetic Landslide: The 2001 British General 
Election,” in Norris, P. (a cura di) Britain Votes 2001,
Oxford: Oxford University Press.
Norris, P. (2002), Democratic Phoenix: Political Activism 
Wordwide, Cambridge University Press.
Norris, P. (2003), Will New Technology Boost Turnout?, Paper 
presentato alla Mass Communications and Civic Engagement 
Conference, Annual Meeting of the American Political 
Science Association, Philadelphia.
Norris, P. (2004), Electoral Engineering: Voting Rules and 
Political Behavior, Cambridge: Cambridge University Press.
Nye, J.S. Jr (1997), “In Government We Don’t Trust,” Foreign 
Policy, 99-111.
O’Brien, D. (2002), “Reconstructing Social Democracy: New 
Labour and the Welfare State,” The British Journal of 
Politics & International Relations, 2 (3), 403-413.
Aspetti metodologici e strategici dell'approccio di marketing politico
146
O’Cass, A. (1996), “Political Marketing and the Marketing 
Concept,” European Journal of Marketing, 30 (10/11), 45-61.
O’Cass, A. (2001), “Political Marketing: An Investigation of the 
Political Marketing Concept and Political Market Orientation 
in Australian Politics,” European Journal of Marketing, 35 
(9/10), 1003-1025.
O’Cass, A. (2002), “Political Advertising Believability and 
Information Source Value During Elections,” Journal of 
Advertising, 31 (1), 63-74.
O’Cass, A. e Pecotich, A. (2005), “The Dynamic of Voter 
Behavior and Influence Processes in Electoral Markets: A 
Consumer Behavior Perspective,” Journal of Business 
Research, 58, 406-413.
O’Connell, B.J., Holzman, H. e Armandi, B.R. (1986), “Police 
Cynism and the Modes of Adaptation,” Journal of Police 
Science and Administration, 14, 307-313.
Ohanian, R. (1990), “Construction and Validation of a Scale to 
Measure Celebrity Endorser’s Perceived Expertise, 
Trustworthiness, and Attractiveness,” Journal of Advertising,
19 (3), 39-52.
O’Keefe, G.J. e Atwood, L.E. (1981), “Communication and 
Political Campaigns,” in D. Nimmo e K. Sanders (a cura di), 
The Handbook of Political Communication, 329-359, Beverly 
Hills: Sage.
Oliver, R.L. (1993), “Cognitive, Affective, and Attribute Bases of 
the Satisfaction Response,” Journal of Consumer Research,
20, 418-430.
Oliver, R.L., Rust, R.T. e Varki, S. (1997), “Customer Delight: 
Foundations, Findings, and Managerial Insight,” Journal of 
Retailing, 73 (4), 311-336.
Olver, J.M. e Mooradian, T.A. (2003), “Personality Traits and 
Personal Values: A Conceptual and Empirical Integration. 
Personality and Individual Differences, 35, 109-125.
O’Malley, L. and Patterson, M. (1998) “Vanishing Point: The Mix 
Management Paradigm Re-Viewed,” Journal of Marketing 
Management, 14, 829-851.
M. Irene Prete
147
Omura, G.S. (1979), “Role of Attribute Generality in Cognitions of 
Political Candidates,” Advances in Consumer Research, (6), 
635-640.
O’Neil, O. (2002), “A Question of Trust,” The BBC Reith Lectures,
Cambridge University Press.
Ormrod, R.P., Henneberg, S.C. e O’Shaughnessy, N.J. (2013), 
Political Marketing: Theory and Concepts, London: Sage.
O’Shaughnessy, N. (1987), “America’s Political Market,” 
European Journal of Marketing, 21(4), 60-66.
O’Shaughnessy, N. (1988), “The Peevish Penmen: Direct Mail and 
US Elections,” European Journal of Marketing, 22 (6), 36-
44.
O’Shaughnessy, N. (1990), The Phenomenon of Political 
Marketing, New York: St. Martins. 
O’Shaughnessy, N. (1996), “Social Propaganda and Social 
Marketing: A Critical Difference?,” European Journal of 
Marketing, 30 (10/11), 62-75.
O’Shaughnessy, N. (2001), “The Marketing of Political 
Marketing,” European Journal of Marketing, 35 (9/10), 
1047-1057.
O’Shaughnessy, N. (2003), “The Symbolic State: A British 
Experience,” Journal of Public Affairs, 3 (4), 297-312.
Paletz, D.L. (2002), The Media in American Politics, New York: 
Longman.
Panebianco, A. (1988), Political Parties: Organization and Power,
Cambridge University Press.
Park, A. (1999), “Young People and Political Apathy,” in Jowell, 
R., Curtice, J., Park, A. e Thomson, K. (a cura di), British 
Social Attitudes: The 17th Report – Focusing on Diversity,
Aldershot: Ashgate.
Parry, G., Moiser, G. e Day, N. (1992), Political Participation and 
Democracy in Britain. New York: Cambridge University 
Press.
Patròn-Galindo, P. (2004), “Symbolism and the Construction of 
Political Products: Analysis of the Political Marketing 
Strategies of Peruvian President Alejandro Toledo,” Journal 
of Public Affairs, 4 (2), 115-124.
Patterson, T.E. (1993), Out of Order, New York: Knopf.
Aspetti metodologici e strategici dell'approccio di marketing politico
148
Patterson, T.E. (2000), “Doing Well and Doing Good: How Soft 
News and Critical Journalism are Shrinking the News 
Audience and Weakening Democracy,” Unpublished Paper, 
Kennedy School of Government, Harvard University.
Patterson, T.E. (2002), The Vanishing Voter: Public Involvement in 
an Age of Uncertainty, New York: Knopf.
Patterson, T.E. e McClure, R. (1976), The Myth of Television 
Power in National Politics, New York: Putnam.
Payne, A. (1988), “Developing a Marketing Oriented 
Organisation,” Business Horizons, 31 (3), 45-56.
Perloff, R.M. (1999) “Elite, Popular, and Merchandised Politics,”
in B.I. Newman (a cura di), Handbook of Political Marketing,
Thousand Oaks, CA: Sage.
Perloff, R.M. e Kinsey, D. (1992), “Political Advertising as Seen 
by Consultants and Journalists,” Journal of Advertising 
Research, 32, 53-60.
Pfau, M. (2003), The Changing Nature of Presidential Debate 
Influence in the New Age of Mass Communication, Paper
presentato alla IX Conference on Presidential Rhetoric,
Texas A&M University, College Station.
Pfau, M. e Burgoon, M (1989) “The Efficacy of Issue and 
Character Attack Message Strategies in Political Campaign 
Communication,”  Communication Research Report, 2, 52-
61.
Pfau, M. e Kenski, H.C. (1990), Attack Politics: Strategy and 
Defence, New York: Praeger.
Pfau, M., Kenski, H. C., Nitz, M. e Sorenson, J. (1990), “Efficacy 
of Inoculation Strategies in Promoting Resistance to Political 
Attack Messages: Application to Direct Mail,”
Communication Monographs, 57, 1-12.
Pfetsch, B. Esser e F. (2004), Comparing Political 
Communication: Theories, Cases and Challenges,
Cambridge: Cambridge University Press.
Pierce, P. (1993), “Political sophistication and the use of candidate 
traits in candidate evaluation,” Political Psychology, 14, 21-
35.
M. Irene Prete
149
Phillips, J.M., Urbany, J.E. e Reynolds, T.J. (2008), “Confirmation 
and the Effects of Valenced Political Advertising: A Field 
Experiment,” Journal of Consumer Research, 34, 794-806.
Pinkleton, B.E., Reagan, J., Aaronson, D. e Chen, C.F. (1997), 
“The Role of Individual Motivations in Information Source 
Use and Knowledge Concerning Divergent Topics,” 
Communication Research Reports, 14 (3), 291-301.
Pilotti, L., Ganzaroli, A. e Guido, G. (2007), “Le Frontiere del 
Marketing dall’Induzione all’Intelligence verso una 
Condivisione Esperenziale ed Etica: Dal Dato, 
all’Informazione, alla Conoscenza,” in Di Finizio, D., Fini, 
M., La Torre, D. e Pilotti, L. (a cura di), Marketing 
Intelligence per le Aziende e le Istituzioni, Torino: ISEDI, 
137-171.
Pirie, M. e Worcester, R.M. (1998), “The Millennial Generation,” 
Adam Smith Institute, London.
Pirie, M. e Worcester, R.M. (2000), “The Big Turn-Off: Attitudes 
of Young People to Government, Citizenship and 
Community,” Adam Smith Institute 
http://www.adamsmith.org.uk/.
Pitchell, R.J. (1958), “The Influence of Professional Campaign 
Management Firms in Partisan Elections in California,” 
Western Political Quarterly, 281-282.
Plasser, F., Scheucher, C. e Senft, C. (1999), “Is There a European 
Style of Political Campaigning?,” in Newman, B.I. (a cura 
di), Handbook of Political Marketing, Thousand Oaks: Sage, 
89-112.
Pobst, K. (1999) ”Understanding Political Polls: A Key Citizenship 
Skill for the 21th Century,” Social Education,
November/December, 401-418.
Pommerehne, W.W. (1981), “Fiscal Illusion and Sovereignty: An 
Exploratory Study,” Advances in Consumer Research, 8, 539-
544.
Prete, M.I. (2007), “M-Politics: Credibility and Effectiveness of 
Mobile Political Communications,” Journal of Targeting, 
Measurement and Analysis for Marketing, 16 (1), 48-56.
Aspetti metodologici e strategici dell'approccio di marketing politico
150
Prete, M.I. (2015), “Machiavellism”, in Wiley Encyclopedia of 
Management, Vol. 9: Marketing, N. Lee e A. Farrell, (a cura 
di), New York: Wiley, 301-302.
Prete, M.I. e Guido, G. (2011), “Personality, Values and Voters’ 
Consumption Behavior in the Italian Political Context”, In: 
Anthony Patterson, and Steve Oakes, (eds.) Proceedings of 
the Academy of Marketing Conference 2011: Marketing 
Fields Forever, Academy of Marketing, 4-7 Luglio,
Liverpool.
Prete, M.I., Guido, G., Harris, P. e Piper, L. (2015), “Political 
Disengagement and Political Hypocrisy: A Hidden 
Connection,” Proceedings of the Academy of Marketing 
Conference - The Magic in Marketing, University of 
Limerick.
Prete, M.I., Mileti, A., Capestro, M. e Guido, G. (2012), “La 
Percezione dell’Ipocrisia Politica nel Governo dei Sistemi 
Territoriali Locali”, in Baccarani C., Maizza A., Golinelli 
G.M. Il territorio come giacimento di vitalità per l’impresa, 
XXIV Convegno annuale di Sinergie, Università del Salento, 
Lecce 18-19 ottobre, Verona, Cueim comunicazione.
Prior, M. (2005), “News vs. Entertainment: How Increasing Media 
Choice Widens Gaps in Political Knowledge and Turnout,” 
American Journal of Political Science, 49, 577-592.
Putnam, R.D. (2000), Bowling Alone: The Collapse and Revival of 
American Community, New York: Simon & Schuster.
Quist, R.M. e Crano, W.D. (2003), “Assumed Policy Similarity 
and Voter Preference,” The Journal of Social Psychology,
143, 149-162.
Rademacher, E.W. e Tuchfarber, A.J. (1999), “Prediction Polling 
and Political Campaigns,” in Newman, B.I., The Handbook of 
Political Marketing, London: Sage.
Rayner, J. (2014), “What About Winning? Looking into the Blind 
Spot of the Theory of Campaign Professionalization,”
Journal of Political Marketing, 13 (4), 334-354.
Reeves, B., Thorson, E. e Schleuder, J. (1986), “Attention to 
Television: Psychological Theories and Chronometric 
Measures,” in Bryant, J. e Zillmann, D. (a cura di), 
M. Irene Prete
151
Perspective on Media Effects, NJ: Lawrence Erlbaum 
Associates, 251-279.
Reid, D.M. (1988), “Marketing the Political Product,” European 
Journal of Marketing, 22 (9), 34-47.
Reif, K., Schmitt, H. (1980), “Nine National Second-Order 
Elections: A Conceptual Framework fort he Analysis of 
European Election Results,” European Journal of Political 
Research, 8, 3-44.
RePass, D.E. (1971), “Issue Salience and Party Choice,” American 
Political Science Review, 65, 389-400.
Reynolds, A. e Reilly, B. (1997), The International IDEA of 
Electoral System Design, Stockolm: International IDEA, 
Annax A.
Richardson, D. (1995), “The Green Challenge: Philosophical, 
Programmatic and Electoral Consideratins,” In C. Rootes e D. 
Richardson (a cura di), The Green Challenge: The 
Development of Green Parties in Europe, pp. 4-22, London: 
Routledge.
Roddy, B.L. e Garramone, G.M. (1988) “Appeals and strategies of 
negative political advertising,” Journal of Broadcasting and 
Electronic Media, 32, 415-427.
Rose, R. e McAllister, I. (1986), Voters Begin to Choose, London: 
Sage.
Rose, R. e McAllister, I. (1990), The Loyalties of Voters: A 
Lifetime Learning Model, London: Sage.
Rosenbaum, M. (1997), From Soapbox to Soundbite: Party 
Political Campaign in Britain since 1945, London: 
Macmillan.
Rosenberg, M. (1954), “Some Determinants of Political Apathy,” 
Public Opinion Quarterly, 18, 349-366.
Rosenberg, S.W. e McCafferty, P. (1987), “The Image and the 
Vote: Manipulating Voters’ Preferences,” Public Opinion 
Quarterly, 51 (1), 31-47.
Rosenbloom, B. (1973), “Conflict and Channel Efficiency: Some 
Conceptual Models for the Decision Maker,” Journal of 
Marketing, 37 (3), 26-30.
Rosenstone, S.J. (1982), “Economic Adversity and Voter Turnout,” 
American Journal of Political Science, 26, 25-46.
Aspetti metodologici e strategici dell'approccio di marketing politico
152
Rosenstone, S.J. e Hansen, J.M. (1993), Mobilization, 
Participation, and Democracy in America, New York: 
Macmillan.
Rothschild, M.L. (1978), “Political Advertising: A Neglected 
Policy Issue in Marketing,” Journal of Marketing Research,
15, 58-71.
Rothschild, M.L. (1979), “Advertising Strategies for High and Low 
Involvement Situations,” In J.C. Maloney e B. Silverman 
(Eds.), Attitude Research Plays for High Stakes, pp. 74-93,
Chicago: American Marketing Association.
Rubenson, D., Fournier, P., Blais, A., Gidengil, E. e Nevitte, N. 
(2004), “Accounting for the Age Gap in Turnout,” Acta 
Politica, 39, 407-421.
Russell, A., Fielhouse, E., Kalra, V. e Purdam, K. (2002), “Young 
People and Voter Engagement in Britain,” The Electoral 
Commission, London.
Ryan, N. (2001), “Reconstructing Citizens as Consumers: 
Implications for New Models of Governance,” Australian 
Journal of Public Administration, 60 (3), 104-109.
Sabato, L.J. (1981), The Rise of Political Consultants: New Ways 
of Winning Elections, New York: Basic Book Inc.
Sabato, L.J. (1991), Feeding Frenzy: How Attack Journalism Has 
Transformed American Politics, New York: Free Press. 
Sackman, A. (1992), “Bringing the Party to Market: A Political 
Marketing Approach to Election Campaigning in Britain,”
Manchester Papers in Politics, 12. 
Sanders, D. (1998), “The New Electoral Battleground”, in King, A. 
(a cura di), New Labour Triumphs: Britain at the Polls,
Chatham, N.J.: Chatham House Press. 
Sanderson, I. (1996), “Evaluation, Learning and the Effectiveness 
of Public Services: Towards a Quality of Public Service 
Model,” International Journal of Public Sector Management,
9 (5-6), 90-108.
Savigny, H. (2004), “Political Marketing A Rational Choice,” 
Journal of Political Marketing, 3 (1), 21-38.
Savigny, H. (2007), “Focus Group and Political Marketing: 
Science and Democracy as Axiomatic,” British Journal of 
Politics and International Relations, 9, 122-137.
M. Irene Prete
153
Scammell, M. (1994), “The Phenomenon of Political Marketing: 
The Thatcher Contribution,” Contemporary Record, 8 (1), 
23-44.
Scammell, M. (1995), Designer Politics: How Elections Are Won,
London: Macmillan.
Scammell, M. (1997), “The Wisdom of the  War Room: U.S. 
Campaigning and Americanization,” Media, Culture & 
Society, 0, 51-75.
Scammell, M. (1999), “Political Marketing: Lessons for Political 
Science,” Political Studies, 47 (2), 718-739.
Scammell, M. (2003), “Citizen Consumers: Towards a New 
Marketing of Politics?,” in Corner, J. e Pels, D. (a cura di), 
Media and the Restyling of Politics, London: Sage. 
Scammell, M. (2007), “Political Brands and Consumer Citizens: 
The Rebranding of Tony Blair,” The Annals of the American 
Academy of  Political and Social Science, 611, 176-192.
Schleuder, J. (1990), “Effects of Commercial Complexity, the 
Candidate, and Issue vs. Image Strategies in Political Ads,” 
Advances in Consumer Research, 17, 159-168.
Schneider, S.M. e Foot, K.A. (2002), “Online Structure for 
Political Action: Exploring Presidential Web Sites from the 
2000 American Election”, Javnost (The Public), 9 (2): 43-60.
Schiffmann, L., Sherman, E. e Kirpalani, N. (2002), “Trusting 
Souls: A Segmentation of the Voting Public,” Psychology & 
Marketing, 19 (12), 993-1007.
Schnur, D. (1999), “Greater Than the Sum of its Parts”, in B.I. 
Newman (a cura di), Handbook of Political Marketing, pp. 
143-158, Thousand Oaks: Sage.
Schwartz, S.H. (1992), “Universals in the Content and Structure of 
Values: Theoretical Advances and Empirical Tests in 20 
Countries,” In M. Zanna (a cura di), Advances in 
Experimental Social Psychology, Vol. 25, pp. 1-65, New 
York: Academic Press.
Schwartz, S.H. (1999), “Cultural Value Differences: Some 
Implications for Work,” Applied Psychology: An 
International Review, 48, 23-47.
Schwartz, S.H. (2003), “A Proposal for Measuring Value 
Orientations Across Nations,” In Questionnaire Development 
Aspetti metodologici e strategici dell'approccio di marketing politico
154
Report of the European Social Survey (cap. 7). Disponibile 
http://naticent02.uuhost.uk.uu.net/questionnaire/chapter_07.d
oc
Schweiger, G. e Adami, M. (1999), “The Nonverbal Image of 
Politicians and Political Parties,” in Newman, B.I. (a cura di), 
Handbook of Political Marketing, Thousand Oaks, CA: 
SAGE, 347-364.
Semetko, H.A., Blumler, J.G., Gurevitch, M. Weaver, D.H., 
Barkin, S. e Wilhoit, G.C. (1991), The Formation of 
Campaign Agendas: A Comparative Analysis of Party and 
Media Roles in Recent American and British Elections,
Hillsdale, NJ: Lawrence Erlbaum Associates.
Seyd, P. e Whiteley, P. (1992), Labour’s Grassroots: The Politics 
of Party Membership, Oxford: Clarendon.
Shama, A. (1974a), “Political Marketing: A Study of Voter 
Decision-Making Process and Candidate Marketing 
Strategy,” Proceedings of the American Marketing 
Association, 381-385.
Shama, A. (1974b), “Application of Marketing Concepts to 
Candidate Marketing,” Advances in Consumer Research,
793-801.
Shapiro, M. e Rieger, R. (1989), “Comparing Positive and
Negative Political Advertising,” Paper presentato 
all’International Communication Association, San Francisco.
Shaw, E. (1994), The Labour Party since 1979: Crisis and 
Transformation, London: Routledge. 
Sherman, E. (1999), “Direct Marketing: How Does it Work for 
Political Campaigns?”, in B.I. Newman (a cura di), 
Handbook of Political Marketing, Sage, Thousand Oaks, pp. 
365-388.
Sherman, E. e Schiffmann, L. (2002), “Political Marketing 
Research in the 2000 U.S. Election,” Journal of Political 
Marketing, 1 (2-3), 53-68.
Singh, K., Leong, S.W., Tan, C.T. e Wong, K.C. (1995), “A
Theory of Reasoned Action Perspective of Voting Behavior: 
Model and Empirical Test,” Psychology & Marketing, 12, 37-
51.
M. Irene Prete
155
Siomkos, G. e Ghosh, A. (1987), “Asymmetries in the Effect of 
Campaign Expenditures on Voting Patterns,” Advances in 
Consumer Research, 14, 531-535.
Simon, H., (1985), “Human Nature in Politics: A Dialogue of 
Psychology with Political Science,” American Political 
Science Review, 79, 293-304.
Simon, H., (1986) Preface To: Handbook of Behavioral 
Economics, In: Gilad, B., Kaish, S. (a cura di), pp. xvii–xxiii.
Smith, J.A., Harrè, R. e Van Langenhore, L. (1996), Rethinking 
Methods in Psychology, London: Sage. 
Smith, G. e Saunders, J. (1990), “The Application of Marketing to 
British Politics,” Journal of Marketing Management, 5, 295-
306.
Sniderman, P.M., Brody, R. e Tetlock, P.E. (1991), Reasoning 
About Politics: Explorations in Political Psychology.
Cambridge: Cambridge University Press.
Solop, F.I. (2001), “Digital Democracy Comes of Age: Internet 
Voting and the 2000 Arizona Democratic Primary Election,”
Political Science and Politics, 34 (2), 289-293.
Sonner, B.S. (2005), “Advertising Spending by Incumbents and
Challengers: A Case Study Exploring the Impact of TV
Advertising in a Statewide Campaign,” Journal of Political 
Marketing, 4 (4), 59-73.
Southwell, P.L. (1988), “The Mobilization Hypothesis and Voter 
Turnout in Congressional Election, 1974-1982,” Western 
Political Quarterly, 41, 273-287.
Sparrow, N. e Turner, J. (2001), “The Permanent Campaign – The 
Integration of Market Research Techniques in Developing 
Strategies in a More Uncertain Political Climate,” European 
Journal of Marketing, 35 (9/10), 984-1002.
Spogard, R. e James, M. (2000), “Governance and Democracy –
the Peoples View. A Global Opinion Poll,” Address to the 
United Nations Conference, A Global Opinion Poll.
Starobin, P. (1995), “A Generation of Vipers: Journalists and the 
New Cynicism,” Columbia Journalism Review, 33, 25-33.
Stayman, D.M., Alden, D.L. e Smith, K.H. (1992), “Some Effects 
of Schematic Processing on Consumer Expectation and 
Aspetti metodologici e strategici dell'approccio di marketing politico
156
Disconfirmation Judgments,” Journal of Consumer Research,
19 (3), 240-255.
Steen, J.A. (1999), “Money Doesn’t Grow on Trees,” in Newman, 
B.I., (a cura di) The Handbook of Political Marketing, L 
Thousand Oaks, CA: Sage.
Stone, B. (1996), Successful Direct Marketing Methods, 5° 
Edizione, Chicago: NTC Business Books.
Strömbäck, J. (2007), “Political Marketing and Professionalized 
Campaigning: A Conceptual Analysis,” Journal of Political 
Marketing, 6 (2-3).
Sumpter, R.S. e Tankard, J. (1994), “The Spin Doctor: An 
Alternative Model of Public Relations, Public Relations 
Review, 20 (1), 19-27.
Surlin, S.H. e Gordon, T.F. (1977), “How Values Affect Attitude 
Toward Direct Reference Political Advertising,” Journalism 
Quarterly, 54, 88-98.
Swanson, D.L. (1997), “The Political-Media Complex at 50,” 
American Behavioral Scientist, 40 (8), 1264-1282.
Swanson, D.L. (2004), “Transnational Trends in Political 
Communication: Conventional Views and New Realities,” In 
F. Esser e B. Pfetsch (a cura di), Comparing Political 
Communication, Cambridge: Cambridge University Press,
pp. 45-63.
Sweeney, W.R. (1995), “The Principles of Planning,” in Thurber, 
J.A. & Nelson, C. (a cura di), Campaigns and Elections 
American Style, Boulder, CO: Westview, 20-21.
Swinyard, W.R. e Coney, K.A. (1978), “Promotional Effects on a 
High- Versus Low-Involvement Electorate,” Journal of 
Consumer Research, 5, 41-48.
Teixeira, R.A. (1992), The Disappearing American Voter,
Washington, DC: Brooking Institution.
Thomas, M. e Young L. (2006), “More Subject than Citizen: Age, 
Gender and Political Disengagement in Canada.” Presentato
all’Annual Meeting of the Canadian Political Science 
Association, York University, Toronto, ON, 1-3 Giugno.
Thorson, E., Christ, W.G. e Caywood, C. (1991a) “Effect of Issue-
Image Strategies, Attract and Support Appeals, Music, and 
M. Irene Prete
157
Visual Content in Political Commercial,”  Journal of 
Broadcasting and Electronic Media, 35, 465-486.
Thorson, E., Christ, W.G. e Caywood, C (1991b) “Selling 
Candidates Like Tubes of Toothpaste: Is the Comparison 
Apt?,” in Biocca, F. (a cura di),  Television and Political 
Advertising, 1, 145-172.
Todorov, A., Mandisodza A.N., Goren, A. e Hall, C.C. (2005), 
“Inferences of Competences from Faces Predict Election 
Outcomes, Science, 308 (5728), 1623-1626.
Tong, J. (2003), “The Gender Gap in Political Culture and
Participation in China,” Communist and Post-Communist 
Studies, 36, 131-150.
Trammel, D.K., Williams, A.P., Postenicu, M, e Landreville, K.D. 
(2006), “Evolution of Online Campaigning: Increasing 
Interactivity in Candidate Web Sites and Blogs Through Text 
and Technical Features,” Mass Communication & Society, 9
(1), 21-44.
Underwood, D. (1995), When MBAs Rule the Newsroom, New 
York: Columbia University Press.
Varaldo, R. e Guido, G. (1997), “Il Consumatore come Prodotto: 
Customer Satisfaction come Qualità del Cliente,” Micro & 
Macro Marketing, 6, 9-40.
Varoga, C. e Rice, M. (1999), “Only The Facts. Professional 
Research and Message Development,” in Newman, B.I. (a 
cura di), Handbook of Political Marketing, Thousand Oaks, 
CA: Sage.
Vercic, D. e Verdnik, I. (2002), “Models for Voter Behavior: The 
2000 Slovenia Parliamentary Elections,” Journal of Political 
Marketing, 1 (2-3), 123-135.
Vincent M. e Zikmund, W.G. (1976), “An Experimental 
Investigation of Situational Effects on Risk Perception,”
Advances in Consumer Research, 3, 125-129.
Walsh, K. (1991), “Citizens and Consumers: Marketing and Public 
Sector Management,” Public Money & Management, 11 (2), 
9-15.
Walsh, K. (1994), “Marketing and Public Sector Management,” 
European Journal of Marketing, 28 (3), 63-71.
Ward, I. (1995), Politics of the Media, Melbourne: MacMillan.
Aspetti metodologici e strategici dell'approccio di marketing politico
158
Ware, A. (1996), Political Parties and Party System, Oxford, UK: 
Oxford University Press.
Wernick, A. (1992), Promotional Culture, London: Sage.
West, D. (1993), Air Wars: Television Advertising in Election 
Campaign, 1952-1992, Washington, DC: Congressional 
Quarterly Press.
West, D. (1994) “Political Advertising and News Coverage in the 
1992 California U.S. Senate Campaign,” Journal of Politics, 
56, 1053-1075.
White, C., Bruce, S. e Ritchie, J. (2000), Young People’s Politics. 
Political Interest and Engagement Amongst 14-24 Years Old,
York: Joseph Rowntree Foundation.
Whiteley, P. Seyd, P. e Richardson, J. (1994), True Blues: The 
Politics of Conservative Party Membership, Oxford: Oxford 
University Press.
Wiggins, J.S. (1996), The Five-Factor Model of Personality: 
Theoretical Perspectives, (a cura di), New York: Guilford.
Worcester, R.M. e Mortimore, R. (1999), Explaining Labour’s 
Landslide, London: Politico’s Publishing.
Worcester, R.M. e Mortimore, R. (2001), Explaining Labour’s 
Second Landslide, London: Politico’s Publishing.
Worcester, R.M. e Mortimore, R. (2005), “Political Triangulation: 
Measuring and Reporting the Key Aspects of Party and 
Leader Standing Before and During Elections,” Journal of 
Political Marketing, 4 (2-3), 45-72.
Wring, D. (1996), “Political Marketing and Party Development in 
Britain – A Secret History,” European Journal of Marketing,
30 (10/11), 92-103.
Wring, D. (1999) “The Marketing Colonization of Political 
Campaigning,” in B.I. Newman (a cura di), Handbook of 
Political Marketing, Thousand Oaks, CA: Sage, 41-54.
Wring, D. (2002) “The ‘Tony’ Press: Media Coverage of the 
Election Campaign”, in Geddes, A. e Tonge, J. (a cura di)
Labour’s Second Landslide: the British General Election of 
2001. Manchester: Manchester University Press, pp.84-100.
Wring, D. (2003), “Focus Group Follies? Qualitative Research and 
British Labour party Strategy,” World Congress of the
International Political Association, Durban, South Africa.
M. Irene Prete
159
Wring, D. (2005), The Politics of Marketing the Labour Party,
Hampshire: Macmillan-Palgrave.
Wring, D. (2006), “Focus Group Follies? Qualitative Research and 
British Labour Party Strategy,” Journal of Political 
Marketing, 5 (4), 71-97.
Yannas, P. e Lappas, G. (2005), “Web Campaign in the 2002 
Greek Municipal Elections,” Journal of Political Marketing,
4 (1), 33-50.
Yoon, K., Pinkleton, B.E. e Ko, W. (2005), “Effects of Negative 
Political Advertising on Voting Intention: An Exploration of 
the Rules of Involvement and Source Credibility in the 
Development of Voter Cynicism,” Journal of Marketing 
Communication, 11 (2), 95-112.
Young, L. e Cross, W. (2003), “Women’s Involvement in 
Canadian Political Parties,” in Tremblay, M. e Trimble, L. (a 
cura di) Women and Electoral Politics in Canada, Don Mills: 
Oxford University Press.
Young, L. e Everitt, J. (2004), Advocacy Group, Canadian 
Democratic Audit, Vancouver: UBC Press.
Zaller, J. (1998). A Theory of Media Politics: How the Interests of 
Politicians, Journalists and Voters Shape Coverage of 
Presidential Campaigns. Manoscritto non pubblicato 
disponibile: www.sscnet.ucla.edu/polisci/faculty/zaller/
Zaltman, G. e Coulter, R.H.  (1995), “Seeing the Voice of the 
Customer: Metaphor-Based Advertising Research,” Journal 
of Advertising Research, 35 (4), 35-51.
Zeithaml, V.A. (1981), “How Consumer Evaluation Processes 
Differ between Goods and Services,” in Marketing of 
Services, J. Donnelly e W. George, (a cura di), Chicago:
American Marketing, 186-190.
Zhao, X. e Chafee, S.H. (1995), “Campaign Advertisements 
Versus Television News as Sources of Political Issue 
Information,” Public Opinion Quarterly, 59, 41-65.
Zukin, C. e Snyder, R. (1984), “Passive Learning: When the Media 
Environment is the Message,” Public Opinion Quarterly, 48, 
629-638.
